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A MESSAGE  FROM  THE  MINISTER 

It  is  my  pleasure  as  Minister  of  Tourism  to  introduce  the  revised  edition 
of  the  community  Tourism  Action  Plan  Manual. 

This  series  of  booklets  was  first  published  in  the  Spring  of  1987  as  a 
guide  for  communities  interested  in  developing  their  own  Tourism 
Action  Plans.  Since  that  time,  the  number  of  communities  with 
established  plans  of  their  own  has  steadily  increased.  Within  the  next 
year  I hope  to  see  every  municipality  in  the  province  develop  a Tourism 
Action  Plan. 

This  edition  of  the  manual  contains  much  valuable  information,  most  of 
it  gained  through  the  experience  of  people  in  communities  just  like 
yours.  As  our  knowledge  of  the  process  of  Community  Tourism  Action 
Planning  grows  through  the  feedback  we  receive,  we  will  continue  to 
improve  our  approach  and  communicate  what’s  new.  Together,  we  can 
help  to  make  every  Community  Tourism  Action  Plan  work  to  its  full 
potential. 

I am  also  pleased  to  report  that  Alberta  Tourism  has  introduced  a new 
community  incentive  program  which  directly  relates  to  Tourism  Action 
Plans.  We  call  it  the  Community  Tourism  Action  Program  and  over  the 
next  five  years  it  will  provide  $30  million  in  incentives  to  communities 
that  want  to  move  ahead  with  viable  tourism-related  projects  arrived  at 
through  the  action  plan  process. 

The  Community  Tourism  Action  Plan  Manual  and  the  Community 
Tourism  Action  Program  together  form  a very  solid  foundation  for 
strengthening  an  industry  that  has  already  reached  third  place  in  the 
provincial  economy.  Indeed,  for  Alberta’s  local  communities,  tourism 
represents  a multi-million  dollar  opportunity  for  economic 
diversification,  increased  employment  and  growth.  I fully  believe  that 
through  community-oriented  planning  and  investment,  all  of  us  in  the 
province  can  cooperate  to  fulfill  tourism’s  potential. 

I encourage  all  Alberta  communities  to  join  in  the  growing  network  of 
communities  participating  in  the  Community  Tourism  Action  Plan 
program. 

Yours  truly, 

Don  Sparrow 

MINISTER  OF  TOURISM  National  Library  Bibliothdque  nationale 

of  Canada  du  Canada 
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For  further  information  regarding  this  booklet  and  the  remainder 
of  the  Community  Tourism  Action  Plan  Manual,  please  contact: 

Alberta  Tourism 

Planning  Unit,  Development  Division 
16th  Floor,  10025  Jasper  Avenue 
Edmonton,  Alberta  T5J  3Z3 
Telephone:  (403)  427-4340 


Talk  Of  The  Town 

Do  you  or  others  in  your  community  talk  about  tourism?  Do  you  ever 
discuss  what  can  be  done  locally  to  benefit  from  it?  If  so,  then  this 
manual  deserves  a word  of  welcome. 

The  COMMUNITY  TOURISM  ACTION  PLAN  MANUAL  is  a 
product  of  the  Development  Division  of  Alberta  Tourism.  As  the  first 
manual  of  its  kind  in  the  province,  it  holds  special  promise  for  many 
Alberta  communities.  In  fact,  our  hope  is  that  it  becomes  the  talk  of  the 
town. 

Tourism  is  growing  in  Alberta.  Today,  it  is  the  province’s  third  largest 
industry.  By  the  year  2000,  it  will  be  the  world’s  leading  economic 
activity.  Yet  all  of  us  in  Alberta  have  to  ask  ourselves  how  much  we  are 
doing  at  the  local  level  to  realize  that  potential. 

One  thing  is  certain.  Enterprising  communities  across  the  province  have 
all  the  enthusiasm  they  need  to  develop  and  improve  tourism  markets. 
All  you  may  require  now  is  a little  guidance.  And  that’s  where  this 
manual  comes  in  to  lend  a hand. 

THE  COMMUNITY  TOURISM  ACTION  PLAN  MANUAL  is 
designed  to  help  you  improve  tourism  in  your  community  through  the 
organization,  development,  and  implementation  of  a strategic  plan  of 
action.  In  addition  to  the  INTRODUCTION  booklet  you  are  now 
reading,  a series  of  three  other  booklets  comprise  the  manual.  Their 
titles  are: 
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• ORGANIZATION; 

• PROCESS;  and 

• APPENDICES. 

Together,  these  booklets  tell  you  what  tourism  is,  how  you  can  organize 
to  improve  it,  and  what  you  need  to  carry  through  an  effective 
TOURISM  ACTION  PLAN  of  your  own.  You  won’t  find  a lot  of  theory 
here.  But  you  will  find  a lot  of  useful  information. 

The  INTRODUCTION  booklet  focuses  on  tourism  at  the  local  level.  It 
proposes  that  communities  ask  themselves  a number  of  basic  questions 
about  tourism: 

• What  is  it? 

• Where  do  we  fit  in? 

• Who  benefits? 

• Who  doesn’t  benefit? 

• Is  it  for  us? 

The  ORGANIZATION  booklet  has  two  main  purposes.  It  asks 
communities  to  consider  whether  they  want  to  encourage  tourism 
locally  and  goes  on  to  explain  how  they  can  organize  to  do  so.  The 
booklet  provides  direction  on: 

• Developing  a TOURISM  POLICY;  and 

• Establishing  a TOURISM  ACTION  COMMITTEE. 


The  PROCESS  booklet  focuses  specifically  on  developing  a TOURISM 
ACTION  PLAN.  In  step-by-step  fashion,  it  discusses: 

• What  a TOURISM  ACTION  PLAN  is; 

• The  role  of  the  TOURISM  ACTION  COMMITTEE  in  the 
planning  process; 

• PRESENT  AND  POTENTIAL  TOURISM  MARKETS; 

• TOURISM  ASSETS  AND  CONCERNS; 

• TOURISM  GOALS  AND  OBJECTIVES; 

• TOURISM  ACTION  STEPS; 

• MUNICIPAL  AND  PUBLIC  INVOLVEMENT;  and 

• TOURISM  ACTION  PLAN  IMPLEMENTATION  and 
REVIEW  procedures. 


The  APPENDICES  booklet  offers  background  information  that  will 
assist  you  in  preparing  and  implementing  a TOURISM  ACTION 
PLAN.  It  includes  a sample  TOURISM  ACTION  PLAN  and  identifies 
agencies  that  may  be  useful  in  providing  information,  expertise,  or 
funding  toward  the  implementation  of  your  plan.  At  the  back  of  the 
manual,  you  will  also  find  blank  charts  and  worksheets  that  will  help 
you. 

With  this  manual,  you  have  all  the  basic  information  you  need  to  move 
ahead  with  the  worthwhile  development  of  tourism  in  your  area. 


Tourism  - What  is  it? 


TOURISM  can  be  defined  as  “the  practice  of  people  travelling  outside 
their  home  communities  for  rest,  recreation,  sightseeing,  or  business.” 

TOURISTS  therefore  include  all  kinds  of  travellers  in  addition  to  the 
typical  vacationing  family.  When  friends  or  relatives  from  out  of  town 
come  to  visit  you,  they  are  tourists.  When  business  travellers  stay 
overnight  in  your  community,  they  are  tourists  too.  So  are  out-of- 
towners  attending  a convention  or  meeting  in  your  area. 

The  TOURISM  INDUSTRY  is  made  up  of  many  types  of  businesses, 
organizations,  and  activities.  It  features  five  key  components: 


• TOURISM  ATTRACTIONS; 

• TOURISM  PROMOTION; 

• TOURISM  INFRASTRUCTURE; 

• TOURISM  HOSPITALITY;  and 

• TOURISM  SERVICES. 


TOURISM  ATTRACTIONS  include  natural  and  man-made  features  - 
both  within  and  adjacent  to  a community  — that  are  of  interest  to 
tourists.  These  features  constitute  the  reason(s)  why  tourists  come  to  an 
area.  Unique  shops,  historic  sites,  industries,  lakes,  mountains,  and 
wilderness  — as  well  as  fairs,  conventions,  competitions,  and  tours  — 
are  all  examples  here. 

TOURISM  PROMOTION  involves  how  individuals  and  groups 
organize  to  market  an  area  to  potential  tourists.  It  covers  the  tools 
communities  use  to  attract  visitors.  Advertising,  travel  shows,  magazine 
articles,  brochures,  maps,  videos,  commercial  and  promotional  signs, 
auto  tour  guides,  and  tourist  information  booths  are  all  examples  of 
TOURISM  PROMOTION. 

TOURISM  INFRASTRUCTURE  embraces  such  things  as  roads, 
airports,  railways,  parking  areas,  sewage  dump  stations,  water  and 
power  services,  boat  launches,  and  location  and  distance  signs.  This 
category  also  includes  those  community  recreation  facilities  that  can  be 
used  to  host  events  and  sports  tournaments  such  as  ice  arenas,  curling 
rinks,  baseball  diamonds,  community  halls,  etc.  The  way  people  get  to 
an  area  — and  the  basic  utilities  available  to  them  on  arrival  — can 
affect  a community’s  ability  to  attract  visitors.  If  access  is  poor  and  basic 
services  are  lacking  or  in  disrepair,  tourists  may  go  elsewhere. 

TOURISM  HOSPITALITY  involves  how  tourists  are  greeted  and 
treated.  As  the  most  human  aspect  of  tourism,  hospitality  relates  to  the 
ability  and  enthusiasm  of  people  who  deal  with  tourists.  Hospitality  in 
most  cases  involves  everyone  in  the  community.  By  obvious  extension, 
it  determines  whether  visitors  have  a pleasant  and  enjoyable  experience 
in  your  area  and  whether  they  will  return  or  tell  others  about  it. 

TOURISM  SERVICES  include  the  hotels,  motels,  campgrounds, 
restaurants,  service  stations,  and  other  retail  businesses  in  a community 
that  take  care  of  a visitor’s  needs. 

The  following  example  shows  how  all  of  the  above  five  components 
interact: 

A town  has  an  excellent  tourist  attraction  but  very  few  tourists  come  to 
see  it  because: 

• The  tourist  attraction  has  never  been  promoted; 

• The  highway  to  the  town  is  unpaved  and  in 
poor  driving  condition; 

• Local  hospitality  is  more  hostile  than  friendly; 

• Shops  and  services  are  closed  on  weekends  when  many 
potential  visitors  travel. 

Any  one  of  the  above  factors  can  deter  potential  tourists  from  visiting  a 
community  even  if  the  area  has  an  excellent  tourist  attraction. 


Tourism  - Where  do  we  fit  in  ? 


Tourism  in  Alberta  is  viewed  as  a partnership  between  the  private 
sector  and  various  levels  of  government. 

Alberta  Tourism  is  the  provincial  government  department  responsible 
for  encouraging  a climate  in  which  toursim  can  prosper  and  grow. 
Meanwhile,  the  Tourism  Industry  Association  of  Alberta  (TIAALTA) 

— a non-profit  organization  — provides  a province-wide  voice  to 
government  and  the  public  on  behalf  of  Alberta’s  private  sector  tourism 
industry. 

More  information  about  Alberta  Tourism  and  TIAALTA  is  provided  in 
this  manual’s  APPENDICES  booklet.  For  the  moment,  however,  let’s 
briefly  discuss  Alberta’s  tourist  zones. 

Alberta  is  divided  into  14  tourist  zones.  Each  zone  has  an  association 
concerned  with  the  marketing,  promotion,  and  development  of  tourism 
within  the  zone’s  specific  geographic  region.  Zone  associations  are 
members  of  TIAALTA  and  they  receive  some  financial  support  from 
Alberta  Tourism  as  well  as  other  government  agencies.  Zone 
associations  also  raise  funds  through  the  sale  of  memberships  and  from 
tourism  projects  they  undertake. 

At  the  local  or  community  level  in  Alberta,  tourism  planning  is 
relatively  new.  Only  a handful  of  Alberta  communities  have  been 
involved  in  tourism  planning.  Quite  often  a local  Council,  Chamber  of 
Commerce  or  Economic  Development  Committee  will  acknowledge  that 
tourism  is  worth  pursuing  as  a supplement  to  the  local  economic  base.  It 
is  for  groups  such  as  these  that  the  COMMUNITY  TOURISM  ACTION 
PLAN  MANUAL  has  been  produced. 

Your  community  will  likely  be  part  of  a larger  tourism  region.  It  is, 
however,  most  important  to  develop  a good  local  tourism  action  plan  to 
determine  what  should  be  done  within  your  community.  Once  a 
number  of  neighbouring  communities  within  a certain  area  have 
completed  their  local  plans,  they  may  wish  to  form  a regional  group  to 
address  universal  regional  concerns  with  a Regional  Tourism  Action 
Plan  utilizing  the  tourism  action  plan  process  described  in  this  manual. 


1 Chinook  Country 

2 Gateway 

3 Big  Country 

4 David  Thompson  Country 

5 Battle  River 

6 Lakeland 

7 Evergreen 

8 Land  of  the  Mighty  Peace 

9 Jasper  National  Park 

10  Calgary  and  District 

11  Edmonton 

12  Banff  National  Park 

13  Game  Country 

14  Land  of  the  Midnight  Twilight 


TIAALTA 
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Tourism  - Who  benefits? 

There  are  many  businesses  and  individuals  who  benefit  directly  and 
indirectly  from  tourism.  It  can  also  benefit  your  community  in  general. 


Economic  Benefits 


Businesses  that  directly  serve  tourists  are  the  most  obvious  beneficiaries 
of  increased  tourism.  However,  the  following  example  illustrates  how 
tourist  dollars  can  move  quickly  through  the  entire  local  economy  and 
support  others  besides  those  in  primary  tourist  businesses. 


Here’s  what  may  happen  when  a tourist  stays  over  one  night  in  a 
community: 


He  spends 
He  spends 
He  spends 
He  spends 


$40.00  for  a hotel  room 

25.00  for  supper  and  breakfast 

25.00  for  gas 

10.00  for  a souvenir/gift 


He  spends  a total  of  $100.00 


The  hotel  where  he  stayed  employs  8 people 

The  restaurant  where  he  ate  employs  6 people 

The  gas  station  where  he  filled  up  employs  3 people 
The  gift  shop  where  he  bought  the  gift  employs  2 people 


Total  Employment 


19  people 


< 
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A good  portion  of  the  $100.00  the  tourist  spent  in  the  community  is 
paid  out  in  wages.  The  money  helps: 

• The  hotel  clerk  buy  a roast  at  the  local  supermarket; 

• The  waitress  buy  a new  pair  of  shoes  at  the  local  shoe  store; 

• The  gas  jockey  rent  a movie  at  the  local  video  store;  and 

• The  gift  shop  clerk  have  her  coat  cleaned  at  the  local  dry 
cleaners. 

The  above  example  not  only  demonstrates  how  tourist  dollars  spread 
through  the  local  economy,  it  also  illustrates  that  tourism  is  a very  labor- 
intensive  industry. 
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In  addition  to  paying  wages,  the  portion  of  the  $100.00  that  is  kept  by 
the  owners  of  the  businesses  may  assist  the  whole  community  by 
allowing: 

• The  hotel  owner  to  pay  for  high  quality  entertainment; 

• The  restaurant  owner  to  install  a pasta  making  machine; 

• The  gas  station  owner  to  stock  a more  diverse  line  of  farm 
implement  parts;  and 

• The  gift  shop  owner  to  hire  another  person  to  help  operate 
the  business. 

All  of  these  improvements  will  ultimately  benefit  everyone  in  the 
community  by  providing  a wider  and  improved  range  of  goods  and 
services. 

Remember  too  that  businesses  in  the  above  example  all  pay  municipal 
property  taxes.  More  municipal  tax  revenue  generated  from  new  and 
expanding  businesses  may  reduce  the  residential  property  tax  burden  in 
the  community.  All  residents  of  a community  benefit  either  directly  or 
indirectly  when  the  community’s  tax  base  is  broadened. 


If  your  community  decides  to  develop  and  implement  a Tourism  Action 
Plan,  you  must  remember  that  TOURISM,  like  agriculture  and  resource 
development,  is  an  INDUSTRY  and  therefore  should  be  treated  as  such. 

For  example,  let’s  say  that  your  community  develops  a major  attraction, 
such  as  a historic  interpretive  centre.  Once  the  attraction  is  open,  it  is 
discovered  that  although  tourists  are  stopping  and  spending  one  or  two 
hours  at  the  facility,  they  are  spending  no  money  whatsoever  in  your 
community.  If  this  is  the  case,  your  community  has  failed  in  its  bid  to 
develop  a successful  tourism  industry! 

Careful  attention  to  the  development  of  all  five  key  component  areas  in 
tourism  as  defined  earlier  (see  page  6 of  this  booklet)  will  ensure  that 
opportunities  for  tourists  to  spend  money  in  your  community  are 
available. 


Social  Benefits 

Increased  tourism  can  help  a community  improve  attractions,  services, 
and  accommodation.  In  addition,  facilities  and  services  that  attract 
tourists  can  and  do  affect  the  quality  of  life  in  a community.  For 
example,  when  increased  tourism  helps  local  hotels  and  restaurants 
improve  accommodations  and  menus  — or  when  it  assists  a local 
museum  in  providing  better  displays  and  longer  hours  — everyone  in 
the  area  benefits. 

Tourists  not  only  bring  dollars  to  a community,  they  also  bring  new 
ideas,  skills,  and  information.  These  also  benefit  local  residents. 

Tourists  are  attracted  to  places  that  are  pleasant,  educational,  and 
unique. 


The  scenery,  heritage,  and  culture  of  a community  — often  taken  for 
granted  by  local  residents  — may  well  be  of  interest  to  tourists.  When 
local  residents  see  the  importance  of  certain  aspects  of  their  community 
to  tourists  — and  when  they  seek  to  preserve,  develop,  and  display 
these  unique  aspects  — civic  pride  is  nourished. 


Tourism  - Who  doesn't 

benefit? 

Not  everyone  loves  a tourist.  Some  people  look  upon  tourists  as  strangers. 
Some  don’t  like  having  to  compete  with  tourists  for: 

• The  campsite  at  the  local  lake; 

• The  use  of  local  recreation  facilities; 

• Tables  at  local  restaurants. 

Tourists,  like  anyone  else,  can  be: 

• Loud  and  boisterous; 

• Litterbugs; 

• Damaging  to  the  environment; 

• Inconsiderate  of  private  property. 

The  advantages  and  disadvantages  of  tourism  should  be  recognized  by  any 
community  that  wishes  to  improve  tourism.  There  are  negative  factors 
associated  with  tourism  development.  However,  they  can  be  minimized  if  a 
community  understands  and  deals  with  them. 

In  addition  to  understanding  the  pros  and  cons  of  tourism,  a community 
must  be  realistic  with  respect  to  its  tourism  potential. 


Tourism  - Is  it  lor  us? 

Some  Alberta  communities  are  appealing  to  tourists.  They  have 
ATTRACTIONS. 

Some  communities  are  well  situated  to  serve  tourists.  They  have 
LOCATION. 

Some  communities  have  businesses  and  organizations  willing  to 
commit  money  to  develop  and  promote  tourism.  They  have  financial 
RESOURCES. 

Some  communities  have  residents  who  want  to  increase  tourism  traffic. 
They  have  DESIRE. 

A community  with  all  four  of  the  above  ingredients  will  likely  already 
have  an  established  tourism  industry  and  may  be  able  to  increase 
tourism  traffic  through  planning.  The  fewer  the  ingredients,  the  more 
difficult  it  will  be  to  improve  tourism.  Regardless  of  what  other  features 
may  be  evident  in  a community,  desire  is  an  essential  element  in 
preparing  and  implementing  a COMMUNITY  TOURISM  ACTION 
PLAN. 

The  second  booklet  in  this  manual  is  entitled  ORGANIZATION.  It 
explains  ways  to  discover  whether  a community  has  the  desire  to  carry 
on  with  tourism  planning.  For  communities  that  do  have  the  desire,  the 
second  booklet  will  explain  how  to  organize  to  prepare  and  implement 
a TOURISM  ACTION  PLAN. 
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